Abstract-Globalization remains a key force in driving Indian economy and India's dairy industry products acknowledge the demands and preferences around the world by the consumers. New imperatives like production systems issues such as animal welfare and environmental footprint, and also product quality attributes such as traceability and product safety. Dairy farmers need immediate solutions to retain their competitiveness and access to global markets and for this we need innovation which is important that the industry maintains a unified approach and adapts to the changing nature of the people involved. However, with increased pressure on local and central government on environmental management, there is need to recruit additional and more skilled people into the dairy industry. The longer-term success of the dairy industry will depend on attracting and retaining talented people and growing these individuals using effective skills development programmes especially for marketing strategies department. So this paper present marketing Strategies which focus on the actions the dairy industry needs to take to influence perceptible from the dairy farming system to the world.
I. INTRODUCTION
Globalization is one of the greatest strategic challenges for all Industries as well as dairy Industry. Globalization has increased significantly over the last decade, and despite financial crises and recession in many parts of the world globalization will likely continue -albeit with less force than before. Globalization is far from a unique concept. Globalization can also have multiple dimensions and applications. In this context, globalization is defined as follows:
Globalization is the continuing development of a firm's international involvement concerning geographical markets, products, management, resources (labour, raw materials etc.) for the purpose of optimization of the international market opportunities and threats. Globalization is not just about selling to foreign customers. It is also about recognizing the international competition and to adjust production, resources, investment and organization to these challenges During period of higher prices in 2007 many countries used the new built capacities in dairy production especially for the export, with lower prices it became less attractive in 2008 to export, the part of the production returned on the domestic markets and additional lowered the prices. In 2008 the positions of the major exporters have been returned to the traditional exporters like Australia, New Zeeland and USA. Asian market has imported in 2008 about 19 million tones dairy products, concentrated nearby half of the global milk trade. The net export position of Oceania is 14 mill t and of the EU is 7.8 mill t (FAO, 2009), which shows the dependency of the EU from the consumption and import demand in the Asian countries ( Figure 1 ). In spite of the temporary supply overhang, the world market is still not able to cover growing demand for milk and dairy products because of low productivity. For example, the average yield in Asia is still 0.91 tonnes per animal per year, while in North America in 2007 it was 9,01 tones. Asia has 52% of global livestock, but only 34% of the world production. Nearly 80 Dairy Marketing Strategies in the Context of Globalization:
Issues and Challenges Ashraf Imam, M N Zadeh, and Laxmi Rani Dubey percent of overall milk production gains over the past decade were supplied by producers with two to five cows (FAO, 2009 ). Therefore it is to expect that the middle-and big sized farms would have the cost advantages for the next years and would be the major exporters of milk. The costs of milk production differ within regions and between regions, the last research of IFCN shows significant cost advantages of larger dairy farms compared to smaller ones (IFCN, 2008) . As global recession has made a negative impact on the affordability as well as demand for dairy products, changing consumer behavior across several markets worldwide, but demand for dairy products began to recover in the latter part of the 2009 and the industry began to witness growth in early 2010. The market for dairy products is forecast to gain momentum over the ensuing years. Global dairy market, over the recent years, expanded mainly due to introduction of new dairy products, like omega-3 fatty acids-enriched milk, and A2 milk, probiotic dairy product and etc that beside health benefit played a vital role in the growth of global dairy market.
The global market for Dairy Products is forecast to reach US$494 billion by the year 2015. Recovery in consumption post global recession, continuing population growth, rising demand from developing countries, trade liberalization, and continued growth in advertising are expected to fuel market growth.
III. OUTLINE OF DAIRY INDUSTRY IN INDIA
India is the world's largest milk producer, accounting for more than 13% of world's total milk production. As it is the world's largest consumer of dairy products, but consuming almost 100% of its own milk production. Dairy products are a major source of cheap and nutritious food to millions of people in India and the only acceptable source of animal protein for large vegetarian segment of Indian population, particularly among the landless, small and marginal farmers and women. In India, about three-fourth of the population live in rural areas and about 38% of them are poor.
The aim of different activities involves in dairy is alleviating the poverty and unemployment especially in the rural areas in the rain-fed and drought-prone regions. Presently there are around 70,000 village dairy cooperatives across the country. The co-operative societies are federated into 170 district milk producers unions, which is turn has 22-state cooperative dairy federation. Milk production gives employment to more than 72mn dairy farmers. In terms of total production, India is the leading producer of milk in the world followed by USA. The milk production in 2005-06 is estimated at 97.1mn MT as compared to 92.5mn MT in the previous year. This production is expected to increase to 100mn MT by 2006-07. Of this total produce of 89mn cows' milk constitutes 56mn MT while rest is from other cattle.
Although milk production has grown at a fast pace during the last three decades (courtesy: Operation Flood), but the milk processing industry is small compared to the huge amount of milk produced every year. Only 10% of all the milk is delivered to some 400 dairy plants. A specific Indian phenomenon is the unorganised sector of milkmen, vendors who collect the milk from local producers and sell the milk in both, urban and rural areas, which handles around 65-70% of the national milk production. In the organised dairy industry, the cooperative milk processors have a 60% market share. The cooperative dairies process 90% of the collected milk as liquid milk whereas the private dairies process and sell only 20% of the milk collected as liquid milk and 80% for other dairy products with a focus on value-added products. In the present situation of world market, the milk and dairy market landscape is a dynamic entity within the food industry new opportunities in emerging markets, increasing globalization, changes in consumer demand, nutritional policy and the regulatory environment are among top issues facing the industry. Global Dairy Platform was created to maximize the impact of these changes and promote and protect dairy's position worldwide. With this backdrop India is a very minor player in the world dairy market. India was primarily an import dependent country till early seventies. Most of the demand-supply gaps of liquid milk requirements for urban consumers were met by importing anhydrous milk fat / butter and dry milk powders. But with the onset of Operation Flood Programme, the scenario dramatically changed and commercial imports of dairy products came to a halt except occasional imports of very small quantities. In the 1990s, India started exporting surplus dairy commodities, such as SMP, WMP, butter and ghee.
The Agricultural and Processed Food Products Export Development Authority (APEDA) regulated the export and import of dairy products till early 1990s. However, in the new EXIM Policy announced in April 2000, the Union Government has allowed free import and export of most dairy products. In terms of products, SMP (skimmed milk powder) is the most important product accounting for about (63%) of total export volume, followed by ghee and butter (11.7%) and WMP (whole milk powder). Export figures clearly demonstrate that the Indian dairy export is still in its infancy and the surpluses are occasional. Global opportunities available to the Indian dairy industry arise primarily out of the availability of a large quantity of competitively priced milk. As the Indian dairy sector produces milk without any subsidies, the country stands to gain from the fair implementation of WTO agreements.
Therefore to having shared in global market, over viewing the dairy situation, finding problem area and challenges is necessary. Some of the major problems emerging from intensive discussions that needs to be considered as bellow: 1) Lack of quality in dairy product to face challenge with global market 2) milk yield per animal is very low
The demand for quality dairy products is rising in all over the world specially in developing countries, therefore to improve quality of milk and dairy product Indian dairy Industry needs to identify and address quality related problems at every stage from the producer at the village cooperative, to the dairy plant and the process of final delivery to the consumer .Also facilitate improvement of hygiene, sanitation, food safety and operating efficiency in the dairy plants and sensitize dairy personnel to product quality aspects as per international standards. Although for increasing the productivity of milching animal should look scientific practices in milching, adequate availability of fodder in all seasons by better management, and providing sufficient veterinary health services to the dairy cattle. Moreover if India wants to prepare itself to access the global markets, needs possible strategies for takeoff. As per Dairy India 2007 (Sixth Edition). ISBN: 81-901603-1-1. By Sharad Gupta, Dairy India Yearbook, A-25 Priyadarshini Vihar, Delhi, www.DairyIndia.com "The dairy market will more than double by 2011. By then, the organized sector will account for 30% of milk output and two-thirds will come from the private sector.
IV. DAIRY MARKETING STRATEGIES
Dairy marketing truly came into the public's consciousness with the introduction of the "Got Milk" campaign in 1993. The basic dairy product became associated with a memorable and catchy slogan that helped drive sales. There are many other strategies, though, to market all types of dairy products. These include promotion of nutritional value, appeal to the organic market, and use of social media networks and development of new dairy products.
According to American Marketing Association marketing as "the process of planning and executing the conception, pricing, promotion, and distribution of ideas, goods, and services to create exchanges that satisfy individual and organizational objectives." Marketers use an assortment of strategies to guide how, when, and where product information is presented to consumers. Their goal is to convince consumers to buy a particular brand or product.
Successful marketing strategies create a desire for a product. A marketer, therefore, needs to understand consumer likes and dislikes. In addition, marketers must know what information will convince consumers to buy their product, and whom consumers perceive as a credible source of information. Some marketing strategies use fictional characters, celebrities, or experts (such as doctors) to sell products, while other strategies use specific statements or "health claims" that state the benefits of using a particular product or eating a particular food.
Impact and Influence Marketing strategies directly impact food purchasing and Companies often use celebrity's characters to appeal to young consumers and common consumers. Currently, about one-fourth of all television commercials are related to food, and approximately one-half of these are selling snacks and other foods low in nutritional value. Many of the commercials aimed at children and adolescents use catchy music, jingles, humor, and well-known characters to promote products. The impact of these strategies is illustrated by several researcher studies showing that when a majority of television commercials that children view are for high-sugar foods, they are more likely to choose unhealthful foods over nutritious alternatives, and vice versa. Inappropriate Advertisements Attempts to sell large quantities of products sometimes cause advertisers to make claims that are not entirely factual. For instance, an advertisement for a particular brand of bread claimed the bread had fewer calories per slice than its competitors. What the advertisement did not say was that the bread was sliced much thinner than other brands. Deceptive advertising has also been employed to persuade women to change their infant feeding practices. Advertisers commonly urge mothers to use infant formula to supplement breast milk.
Marketing strategies include one strategy used by advertisers is to feature a celebrity in their advertisements or on their packaging. The implicit message is that the celebrity endorses the product, uses the product, and may even depend on the product for success. Many groups have objected to the use of marketing strategies that include free formula and coupons, and infant-formula manufacturing companies have been forced to modify their marketing practices.
Other marketing strategies involve labeling foods as "light," meaning that one serving contains about 50 percent less fat than the original version (or one-third fewer calories). For example, a serving of light ice cream contains fifty percent less fat than a serving of regular ice cream. As a result, consumers mistakenly believe that eating light food means eating healthful food. However, they fail to realize that a serving of the light version of a food such as ice cream can still contain more fat and sugar than is desirable.
Food labels with conflicting information often confront consumers. For example, labels claiming "no fat" do not necessarily mean zero grams of fat. Food labeling standards define low-fat foods as those containing less than 0.5 gram of fat per serving. Therefore, consuming several servings may mean consuming one or two grams of fat, and people are often unaware of what amount of a food constitutes a "serving." In addition, foods low in fat may be high in sugar, adding additional calories to one's daily caloric intake. Too often, consumers mistakenly translate a claim of "no fat" into one of "no calories."
It is also important for consumers to recognize their role in evaluating health claims and product comparisons. While advertisers are aware of the need for truth in advertising, sometimes their desire to sell products over-shadows an accurate disclosure of product attributes. Advertisers should bear in mind that inaccurate or vague health claims have the potential to cause economic hardship, illness, and even death. Lastly, marketing strategies used in developing nations should be subjected to the highest standards of truth in advertising.
So dairy marketing Strategies in the context of Globalization should be as: 1) Focused Approach: While the product portfolio has been growing, Indian dairy Industry should plan for reach out to newer markets -but the strategy here is more product-specific. 2) Wider Spread: However, as far as other dairy products are concerned, Indian dairy Industry should plan to expand across the board. Global marketing refers to the marketing activities that direct the flow of goods and services to the customers or users in more than one nation. Globalization is no longer an abstraction but a stark reality that virtually all firms, large and a small, face. Firms that want to survive in the 21st century must confront this all encompassing force that pervades every aspect of business. In a wide range of industries from automobiles to food and clothing, firms face the pressures of global competition at home as well as in international markets. Choosing not to participate in global markets is no longer an option. All firms and industries regardless of their size, have to craft strategies in the broader context of world markets to anticipate, respond and adapt to the changing configuration of these markets. Firms initially entering international markets will be more concerned with learning about international markets, selecting an appropriate arena to compete, and determining how to leverage core competencies in international markets. Once in international markets, firms have to build their position in these markets, establishing a strong local presence by developing new products and adapting to local tastes and preferences. As the firm expands internationally, it will need to move away from country-centered strategies and improve integration and coordination across national markets, leveraging its competencies and skills to develop a leadership position.
In different markets, customer requirements may vary and the temptation to customize for each market has to be tempered by the need to keep costs down through standardization. A truly global marketing strategy would aim to apply uniformly some elements of the marketing mix across the world, while customizing others.
VI. KEY ISSUES IN DAIRY GLOBAL MARKETING:
Typically, marketing includes the market research, product design, promotional activity, distribution, pricing and sales promotions etc. and some of these activities are agreeable to a uniform global approach. Others involve a great degree of customization. A global marketing strategy typically evolves over a period of time or phases-wise: 1) Decision to enter the market 2) The mode of entry. 3) To expand across several markets, simultaneously or one at a time. 4) Customization of the marketing mix or development of completely new products. 5) In the final phase, global companies examine their product portfolio across countries, strive for higher levels of coordination and integration and attempt to strike the right balance between scale efficiencies and local customization. 6) Entering new markets While choosing new markets, MNCs need to consider several macro and micro factors. 
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VII. CONCLUSION
In order to increase the competitiveness of Indian dairy industry, efforts should be made to reduce cost of production, increasing productivity of animals, better health care and breeding facilities and management of dairy animals can reduce the cost of milk production. The Government and dairy industry can play a vital role in this direction. If India has to emerge as an exporting country, it is imperative that we should develop proper production, processing and marketing infrastructure, which is capable of meeting international quality requirements. A comprehensive strategy for producing quality and safe dairy products should be formulated with suitable legal backup. Apart from its performance there are some threats also exist we need to re-correct it and take the global market opportunities. Centralized marketing, centralized quality control, Centralized purchases and pooling of milk efficiently. Global marketing strategies have to respond to the twin needs of global standardization and local customization. In their quest to maximize local responsiveness, companies should not overlook opportunities to standardize and cut costs. On the other hand, an excessive emphasis on generating efficiencies through a standard marketing mix may result in the loss of flexibility. The challenge for global marketers is to identify the features which can be standardized and build a core product. In real life, striking the right balance between standardization and customization can be extremely challenging. Higher professionalism could be imparted in rearing, milking as also handling during distribution of milk. Lessons could be learnt by individuals and small dairy farms from the cooperative sector, which has managed to impart some amount of professionalism in its operations. Several areas in the dairy industry could be strengthened by induction of state-of-the-art technologies, transferred from other dairy majors of the world. Operational efficiencies are required, not only to improve yields but also to reduce waste and minimization of losses in fat, protein during milk processing. A review of dairy development in the country presents encouraging trends, in terms of milk production, per capita availability of milk, sources of milk production, as also accessibility of milk. Government policy has undoubtedly played an important role in achieving this magnificent success at the aggregate level, but all these have occurred under the regulated trade regime.
